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An Agency possessing 


Thorough Knowledge, 


Ample Facilities, 
Large Experience, 
Abundant Capital, 


Honest Convictions 


and the grit to stand by them, can be of real service 
to any advertiser. There are some advertisers, and 
not a few of them either, who think we possess the 
qualifications here mentioned. 
N. W. AYER & SON, 
NewsPaPER ADVERTISING AGENTS, 


TIMES BUILDING, PHILADELPHIA. 
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* * * * * ¥* During the past year I was 
induced to try a 79 fine advertisement in a list of 
magazines. In the short time of six weeks I re- 
ceived 13,000 letters. The months of Octo- 
ber, November and December I received over 
20,000 letters desiring my book on Modes in 
Coiffures. In my amazement at such wonderful 
results, I desired to find the best and most popular 
medium, and must be honest in saying THE Lapies’ 
Home Journat (00k the lead. I will now give you 
the result. I have received over 5,000 answers, and 
through those 1 received 556 orders. 





Yours sincerely, 
Mrs. C. THOMPSON. 
OPPOSITE HOTEL BRUNSWICK. 224 Fifth Ave., New York. 
MODES IN COIFFURE. 





COo~Y 
ee 





es home al 
Journ 


Has not only a larger circulation than any other 
American periodical but reaches the best people. 
Advertising rate $2.00 per Agate line each insertion. 
Send for “A Philadelphia Enterprise,” a pamphlet, 
free by mail to any address, showing photographic 
reproductions of our entire establishment. 





CURTIS PUBLISHING COMPANY, 
Philadelphia, Pa. 
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ALLAN FORMAN. 


As the editor and publisher of the 
representative paper of newspaper men, 
Allan Forman, of the /ournaiist, has 
attained a degree-of prominence which 
few writers of his age have been for- 
tunate enough to secure. Although 
not yet turned thirty, he has had a 
varied newspaper experience, and nuth- 
bers among his friends prominent news- 
paper men from one end of the country 
to the other. As the excellent likeness 
accompanying this sketch indicates, he 
is brainy as well as good looking and 
is thus well qualified to fill creditably 
the position which he now holds. 

Mr. Forman gained his first journal- 
istic experience at an early age. He 
was born September 27, 1860, and 
owing to trouble with his eyes, did not 
go to school until he was ten years of 
age, but received instruction at home, 
His tastes being naturally literary, he 
was encouraged to persevere in this 
direction by Thomas Kinsella of the 
Brooklyn /agle and S. S$. Conant of 
Harper's Weekly, who were among his 
early friends. When only eighteen years 
of age he was selected by Mr. Kinsella 


to represent the Zag/e on the Pacific 


Coast. It was at the time of the Sand 
Lot Riots in California, and his experi- 
ence there gave him a good insight into 
the Chinese question, which has proved 
of value to him since. The result of 
his observations at that time has been 
to make him an ardent advocate of the 
rights of the Chinese in this country, or, 
as he himself expresses it, ‘‘ a fanatical 
pro-Chineser.” Notwithstanding his 
youth, Mr. Kinsella gave him carte 
blanche to take whichever side of the 
controversy he saw fit, and the conse- 
quence was that he forwarded to his 
paper some very interesting letters. 

Upon his return East he entered into 
a new field of writing, and became a 
regular contributor to the juvenile mag- 
azines, such as St, Nicholas and Harp- 
er's Young People. A series of articles 
which he contributed to the latter period- 
ical, and which were known as ‘‘ Mr, 
Thompson's Stories,” came to be very 
popular with the little folks. Mr. For- 
man estimates that he has written in 
all 300 stories for children. George 
Cary Eggleston, who was at the time 
one of the Harper readers, paid him 
the compliment of saying that he found 
in his juvenile work qualities similar to 
those which made Frank Stockton such 
a popular writer for young folks. 
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In 1879, Mr. Forman prepared for 
college under a tutor, and in the fol- 
lowing year entered Williams as a 
junior. His journalistic tastes led him 
to start an opposition to the regular 
college paper, the Atheneum, This 
was called the A7go, and was character- 
ized by some of the principles that its 
editor had learned in his professional 
experience, Mr. Forman recalls with 
enthusiasm even now some of the feats 
of enterprise with which he astonished 
the conductors of his more slow-going 
contemporary. Associated with him in 
this work was the present managing 
editor of the Boston Xecord. 

His first move after leaving college 
was to buy a half interest in the 
Brooklyn Advance, a monthly magazine 
run on religious principles, This he 
edited for three years, when he sold out 
his share to his partner and entered into 
a somewhat different field of journalism, 
becoming associated with Charles A. 
Byrne on the Dramatic Times. He 
also did considerable general work for 
the Boston Record and Star, New York 
Zimes, Standard, etc. 

On March 22, 1884, Leander Rich- 
ardson, Charles A. Byrne and Allan 
Forman issued the first number of the 
Journalist, a paper ‘* devoted to news- 
papers, authors, artists and publishers.” 
There were not wanting those who 
prophesied dire failure for the new en- 
terprise, but it finally succeeded in 
gaining its present substantial basis. 
Seven months after the initial number 
was published, Mr. Forman bought 
out his partners, and has ever since 
continued sole proprietor of the /our- 
nalist, 

Mr. Forman has a vigorous and 
graceful system of writing. Unlike 
many writers whose earliest experience 
has been in the byways of newspaper 
work, he does nothing in a slipshod or 
careless manner. His work is largely 
in demand among the syndicates, his 
name being attached to many articles 
that have been sent out by Bacheller’s, 
McClure’s, the American Press Asso- 
ciation, A. N. Kellogg Newspaper 
Union, etc. In addition to maintain- 
ing his position as active editor of the 
Journalist, he finds time for much gen- 
eral and magazine work, the 4rena, 
Ladies’ Home Journal, Cosmopolitan, 
Magazine of American History, all 
including him in their list of contribu- 
tors, Personally, Mr. Forman is en- 
tertaining and is popular among his 
journalistic co-workers. He does not 
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hesitate to say what he thinks of a man 

or a system of which he does not ap- 

prove, but he is just as ready to take 
up cudgels in defence of his friends. 
JoHN IrRvinG Romer. 

Se eel 


COMMISSIONS 


OF AGENTS, 


The following is the text of an ad- 
dress delivered by Col. L. L. Morgan, 
of the New Haven Xegister, before the 
Connecticut Weekly Press Association 
at its New Haven meeting on the ques- 
tion of reducing agents’ commissions ° 

** In one of the characteristic circulars 
of Geo. P. Rowell & Co., they say, 
‘Publishers who would complain that 
our efforts tend to break down prices 
are reminded that all we ask is the 
lowest price, and that a paper that uni- 
formly sustains its price always does 
give us the very lowest, and that is all 
we ask; provided the paper is fairly 
worth the price its schedule calls for.’ 
What Rowell & Co. ask is only what 
is asked by all reputable advertising 
agents. The question of the amount 
of commission to be allowed agents is 
so small a part of the transaction with 
a very large majority of the papers, 
that it seems to me that many valuable 
hours have been wasted by the various 
State and national associations in dis- 
cussing the subject. 

‘** The subject would be a profitable 
one to discuss were it not for the fact 
that there is probably not 1 per cent. 
of the papers of this country who abso- 
lutely never vary from their rates. Such 
being the case, what difference does it 
make what the rate of commission is ; 
for instance, if the card rate of a paper 
is $100 for a certain advertisement and 
the rate of commission has been re- 
duced from 25 to 1§ per cent., the ad- 
vertising agent who has been in the 
habit of getting his work done for an 
average of three-fifths the card rate 
instead of offering $60 ‘less our usual 
commission of 25 per cent.’ will offer 
$50 ‘less your regular commission of 
15 per cent.” Thus while apparently 
conceding that he has no fault to find 
with the rate of commission, he takes 
good care that his gross price offered is 
low enough to more than cover the 
reduction. 

‘*To treat the advertising agents 
and general advertisers fairly, a paper 
should make its rates as low as it can 
afford to and leave a fair profit on its 
average annual business. Having 
once established its rates there should 
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be no deviation, and no commission 
should be allowed, except to regularly 
established and responsible advertising 
agencies, of which, by the way, there 
are but very few in this country. 

** The amount of commission allowed 
agents should vary in my opinion in 
proportion to the rates charged, and to 
attempt to estzbiish a uniform rate of 
commission for all papers, both large 
and small, would be manifestly unbusi- 
nesslike and unfair, and would without 
question be the means of a large de- 
crease in the volume of business sent 
by agents to the smaller papers, and 
for the very good reason that on small 
order or orders for transient business 
the commission would not be sufficient 
to pay the expense to the agent of 
sending it out. I know of no advertis- 
ing agents who are doing business sim 
ply for the purpose of helping news- 
papers to exist, and they naturally 
would only look out for such customers 
as would give them a profit. An adver- 
tisement to occupy space of fourteen 
lines agate or one inch space for one 
month can be sent by an agent to the 
New York 7imes at no more expense 
for labor, postage or printing that it 
would cost him to send the same to the 
smallest paper in the country, but the 
Zimes would receive much more for 
one insertion than the small paper 
wotld receive forthe month. It can 
be readily seen that if the 7imes al- 
lowed 10 per cent. commission and the 
small paper 50 per cent., the agent 
would make a good profit on the 
Times, while on the small paper his 
profit would be but very little. Many 
editorial and press associations have 
voted to arbitrarily fix the rate of com- 
mission to advertising agents at 15 per 
cent., but the American Newspaper 
Publishers’ Association, the largest and 
strongest newspaper association in the 
world, leaves this matter entirely with 
members, recognizing the fact that the 
per cent. of commission allowed to 
agents must be governed to consider- 
able extent by the price a paper charges 
for its advertising.” 

o>; 

COLLEGE journalism, says American 
Notes and Queries, originated at Dart- 
mouth in 1800, Daniel Webster being 
one of the editors of the first college 
paper published. 

—_ 

MICHIGAN has 12 papers less this 

year than last year. The number now 


is 644. 
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THE BUSINESS MANAGER IN 
LITERATURE. 

In ‘‘A Ilazard of New Fortunes,” 
W. D. Howells’ latest novel, he turns 
the electric light of his peculiar realism 
upon the newspaper publishing busi- 
ness. The theme of the story has to 
do with the starting of a new periodi- 
cal in New York, known as Lvery 
Other Week, which is run upon novel 
and ingenious, if somewhat imprac- 
ticable principles. ‘The new enterprise 
is backed by a man who has madea 
big fortune in the oil regions, and who 
is pursued by a curious sort of fatality, 
or luck, which turns everything to gold 
that his hands touch. 

He goes into the newspaper business 
apparently with the idea of unloading 
some of his superfluous wealth, but his 
strange good fortune attends him even 
here. The first number is a success, 
the circulation runs up to 100,000 
with a magical celerity, and the new 
publication begins to make money at a 
rate that is little short of a miracle, mat- 
ters which are very easy to accomplish 
—in story books. The interest of the 


reader, however, is centered chiefly in 
the editor of Every Other Week, Mr. 


March, and the business manager, Mr. 
Fulkerson. The latter has certainly 
been sketched from life, ‘‘a merry, 
hopeful, slangy little creature,"” whom 
one might run across half a dozen 
times a day in New York. It is he 
who conceives the idea of the new 
fortnightly, ‘‘a beautiful vision of a 
lot ot literary fellows breaking loose 
from the bondage of publishers and 
playing it alone,” as he expresses it. 
He has had experience in the syndicate 
business, is an ardent believer in ad- 
vertising, and is an adept at getting a 
great deal of the article for nothing. 
‘** Without fixing any date for the pub- 
lication of the first number, Fulkerson 
had announced it, and pushed his an- 
nouncements with the shameless vigor 
of a born advertiser. He worked his 
interest with the press to the utmost, 
and paragraphs of a variety that did 
credit to his ingenuity were afloat 
everywhere. * * * Alicontributed 
to make talk. All proceeded from the 
same fertile invention.” 

Mr. Fulkerson’s pride in the first issue 
‘*gushed out in fresh bursts of rhet- 
oric””’ to every one whom he could get to 
talk with him about it. He did not 
mind making himself ridiculous or be- 
coming a joke in the good cause, as he 
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called it. In fact, he expressed him- 
self of the opinion that ‘‘ we are all 
asses,’ and at another time, as though 
in support of this conviction, exclaim- 
ed: ‘* Ah, dad burn it! To give that 
thing the right kind of start I'd walk 
up and down Broadway, between two 
boards, with the title-page of “very 
Other Week fac-similied on one and 
my name and address on the other.”’ 

His method of ‘‘ working the press ” 
certainly ought to have accomplished 
its object. He stood treat upon all 
occasions and lunched attaches of the 
press at all hours. He especially be- 
friended the correspondents of the news- 
papers of other cities, for, as he ex- 
plained to March, those fellows could 
give him any amount of advertising 
simply as literary gossip. Many of the 
fellows were ladies who could not be so 
summarily asked out to lunch, but Ful- 
kerson’s ingenuity was equal to every 
emergency, and he continued to make 
each of these feel that she had been 
possessed of exclusive information. 
This alone was enough to account for 
the willingness of these correspondents 
to write about the first number, but 
March accused him of sending it to 
their addresses with boxes of Jacque- 
minot roses and Huyler candy. There 
was even a moment when March con- 
jectured a willingness in Fulkerson to 
work Mrs. March into the advertising 
department by means of a tea to the 
ladies of the press, which she should 
administer in his apartments. 

When the initial number of the paper 
finally did appear it wes found that the 
critics of the press discovered merits 
where they had not been suspected to 
exist, and astonished Fulkerson by 
selecting for censure the points of which 
he had been particularly proud. ‘* If 
the advertising had not been adjusted 
with such generous recognition of the 
claims of the different papers,” he as- 
sured March, he ‘‘ should have known 
the counting-room was at the bottom 
of it.” 

And then, when Zvery Other Week 
becomes an assured success, Business 
Manager Fulkerson bursts forth in a 
rapture of enthusiasm: ‘‘ It’s the talk 
of the clubs and.the dinner tables; 
children cry for it ; it’s the Castoria of 
literature and the Pearline of art, the 
Won't-be-happy-till-he-gets-it of every 
enlightened man, woman and child in 
this vast city. Avery Other Week sup- 
plies the long felt want that’s been 
grinding round in New York and 
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keeping it awake nights ever since 
the war.” 

Conveniently enough, the rich old 
publisher decides just when very 
Other Week has been got upon a basis 
where it is paying handsomely, to sell 
out to March and Fulkerson at terms 
that are certainly very generous. And 
then, to cap the climax, the author 
marries Fulkerson off to the prettiest 
girlin the book, a mark of favor which 
would seem to be a special tribute laid 
upon the altar of judicious advertising. 

ss 


BE DIRECT AND DISCREET. 


The Memphis (Tenn.) Commercial 
expounds its ideas on advertising as 
follows: ‘‘ To make a picture in words 
~-which is what the successful writer 
of an attractive advertisement must do 
—requires a great deal of experience, a 
superior knowledge of the business ad- 
vertised and of the public appealed to. 
An advertisement to be effective ought 
to be direct, and to be direct it must be 
brief. Instead of occupying a page, 
therefore, with a grouping of one thou- 
sand articles for sale at such and such 
prices, it would be better for an adver- 
tiser to divide that much space in equal 
parts in all the advertising pages of a 
paper. Thus, for instance, if there are 
five pages devoted to advertising, he 
would be represented on every page 
and be brought to the attention of the 
public in five different places. Noth- 
ing pays a merchant better than discreet 
advertising. It keeps him before the 
public and makes custom for him. It 
is constantly drumming for him and 
sounding his praises as a man every 
way preferable in his line. It is taken 
for an evidence of enterprise. And on 
the principle that the man who travels 
farthest, sees the greatest number of 
dealers and sells the greatest quantity 
of goods is the best drummer, so the 
newspaper that travels farthest and is 
seen by the greatest number of readers 
is the best paper to advertise in.” 


> 


THe clean newspaper has, in the 
long run, the most permanent patron- 
age and circulation. The paper which 
goes into the homes and is read by the 
families is the paper which counts its 
subscribers by the year, instead of de- 
pending on the fluctuating sales of the 
news companies, and it is after al] the 
family newspaper which swings the 
power.— Reading (Pa.) Times. 
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CAN ANY GOOD THING COME 
OUT OF NAZARETH? 


N. W. Ayer & Son, of Philadelphia, 
are the largest advertising patrons of 
PRINTERS’ INK. On the first page of 
every issue they have a carefully pre- 
pared announcement which is intended 
to influence acvertising patronage in 
their direction. Most of their adver- 
tisements have been good, but their 
best effort, so far, appeared in the 
issue of April 2d. The point was 
made about as follows : 


The Secret 

of profitable Newspaper Advertising 

the use of the 
RIGHT matter, displayed in the 
RIGHT way, inserted in the 
RIGHT newspapers, at the 
RIGHT time, in the 
RIGHT territory, and at the 
RIGHT price. 


A Man’s Best Work 


can only be given when he is put in a po- 
sition where he can use his knowledge and 
facilities to the best advantage. It will 
pay any advertiser to select an Aonest, 
capable Advertising Agent and put him 
in this position 
- 
A CONNECTICUT 
TISEMENT, 


ADVER- 


A Connecticut granger, under the 
** Farm for Sale”’ head, makes the fol- 
lowing lively announcement in a Water- 
bury exchange: ‘‘ I would like$20,000 
for my farm at Oakville, but will take 
one-half that sum if I can get it; I 
will sell it for a song, but don’t try 
and sing too near the premises, as there 
is a cross-eyed dog on the place who is 
no judge of music. Go and look for 
the dog and you will see the farm, even 
if you don’t find the dog. I bought it 
(the place, not the dog) for my wife's 
relations ; it was a mistake; I should 
have bought only the dog. I was told 
when I purchased the farm that I could 
sell in Waterbury all that was raised on 
the premises. Now, if I could only 
sell in our blessed city, but one-half 
the mischief that has been raised there 
since I bought it, all the good Repub- 
licans in this town would be leaving 
Waterbury before night. If youdon’t 
want the farm I will lend you the dog, 
should you need him.”—C/eveland 
Times. __ fae 

ILLINOIS has 1,309 newspapers—28 
more than Pennsylvania, and, afte 
New York, the largest number of any 
State. In 1871 it had a total of 499. 
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A POSSIBLE DECEPTION, 


The problem of how much, or rather 
how little, space can be used by the ad- 
vertiser with the greatest chance of 
profit, is worthy of the most careful 
attention. 

For example, take the case of an 
advertiser who has had his copy pre- 
pared to his entire satisfaction, has had 
it put in type and has received his first 


Horses, Cattle, Sheep & Hogs. 

Excels any remedy for the rapid cure of Hard 
Colds, Coughs, Hide Bound, Yellow Water, Fever, 
Distemper, Sore and Weak Eyes, Lung Fever, 
Costiveness, Blotches, and all difficulties aris- 
ing from impurities of the Blood. Will retieve 
Heaves at once. Manufactured by the 

JOPPA MANUFACTURING CO., LYONS, WN. Y. 


proof. He now examines it to see 
whether it can be cut down so as to 
occupy smaller space without injuring 
its effectiveness. He will find, per- 
haps, several instances where a lead or 
two can be pulled out without appreci- 
abiy altering its appearance. He may 
also find a place where type of a size 
smaller can be substituted, and so on. 
The question now is, where shall he 
stop in this process of cutting down? 
If he carry it out far enough, the char- 
acter of a displayed advertisement will 
be wholly eliminated, and it is of dis- 
played advertisements that we speak. 
That every line of space is worth care 
and time to the man who is going to do 
a considerable amount of advertising 
shown by an examination of the rates 
of a few of the most valuable and ex- 
pensive mediums. The most expen- 
sive weekly in the country charges 
$3.00 an agate line; the A/efropolitan 
Magazine, of New York, charges $2.25 
a line. Harper's Magazine and the 
Century charge $2.00 and $1.75 a line 
respectively, nonpareil measure The 
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Horses, Cattle, Sheep & Hogs. 
Excels any remedy for the rapid cure of 
Colds, Coughs, Hide Bound, Yellow Water, Fever, 
Distemper, Sore and Weak Eyes, Lung Fever, 
Costiveness, Blotches, and all difficulties aris- 
ing from impurities of the Blood. Will relieve 
Heaves at once. Manufactured by the 
JOPPA MANUFACTURING CO., LYONS, WN. Y. 
rates of the Ladies’ Home Journal and 
the Utica Saturday Globe are $2.00 an 
agate line each. The Fireside Com- 
panion, the Family Story Paper and 
the New York Weekly each sell their 
space for $1.25 a line, agate measure. 
When an advertisement is going into 
a large number of mediums of this 
class, a line saved becomes an import- 
ant desideratum. But there is a point 
beyond which reduction cannot be car- 
ried without injury. 
Sometimes an advertiser will adopt 


aris- 
ing from impurities of the Blood. Will relleve 
Heaves at once. Manufactured by the 
JOPPA MANUFACTURING CO., LYONS N.Y 
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Horses, Cattie, Sheep &H 


for the of 


ng from impurities of Blood. 
eaves at once. Manufactured by the 
JOPPA MANUFACTURING CO., LYONS, WN. Y. 


a graded system of advertisements, in- 
serting the smaller ones in the most 
expensive mediums. But the question 
arises, if a thirty-line advertisement is 
considered as good in the more costly 
paper as one occupying the space of 
thirty-five lines, why not reduce all to 
the smaller size and discard the larger 
one altogether? If thirty lines of 








—Fo 
Horses, Cattle, $ 


rebep ler nae habe, 


Colds, Coughs, Hide Bound, Yellow Water, Fever, 
os arig- Was no real competition between the 


stemper, Sore and Weak Eyes, Lu 
Blotches, and all difficult 


Distemper, 
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then will not twenty-five lines be as 
effective as thirty? and so on down to 
nothing. 

The accompanying electrotyped ad- 
vertisements of the Joppa Manufact- 
uring Company will be found to illus- 
trate the principles of this article, each 
cut varying a nonpareil line in size from 
the others, They are all identical so 
far as the matter contained is con- 
cerned, but the difference in size is 
caused by reduction by a photographic 


—FOR— 

Horses, Cattle, Shee 
Excels any remedy for the 

space is as good as thirty-six, why Colds, Coughs, Hide Bound, Yellow Water, Fever, 


btep. 


Sere and Weak 


JOPPA MANUFACTURING CO., LYONS, W. Y. 





A manufacturer at one time ob- 
tained estimates from several adver- 
tising agencies for the insertion of an 
illustrated advertisement, and award- 
ed the order to the one whose bid 
was the lowest. 

When the advertisement appeared 
in the papers it was observed that it 
occupied less space than had been 
shown in the copy for which figures 
had been asked. 

In one very high-priced paper, cost- 
ing more than a dollar a line each in- 
sertion, the space was a good deal 
contracted. 

The advertiser professed himself 
satisfied with the way his advertising 
was placed, yet it is plain that there 


Cost ( 
ing from impurities of the Blood. Wil! relieve agencies. The order was secured by 


Heaves at once. Manufactured by the 


the ingenious stratagem of the suc- 


JOPPA MANUFACTURING CO., LYONS, N. Y. cessful bidder. 
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A PECULIAR DEATH NOTICE. 


The peculiarities of the various na- 
tionalities which form a large propor- 
tion of the population of this country 
sometimes crop out in the ‘‘ death,” 
** marriage,” ‘* engaged” and ** want” 
advertisements. Certainly the follow- 
ing death notice in a New York paper 
seems odd from an American stand- 
point : 

HILLEBRAND.—At Greenpoint, 

March 25, 12:45 A. M., after a long and 

inful illness, my beloved wife, AMALIE 

ILLEBRAND, nee Hangs, aged 36 years and 
6 months. 

Relatives and friends, also Teutonia 
Lodge, No. 704, K, and L. of H.; Order 
Germania, Greenpoint Krankenunterstuet- 
zungsverein ; Fortuna Lodge, No. 331, A. 
O. U. W.: Long Island City Lodge, No. 
86, F. and A. M., are invited to attend the 
uneral from her late residence, 124 Huron 
street, Greenpoint, Friday, March 28, at 
2 ». M.; thence to Weehawken Cemetery, 
New Jersey. 

THeopor HiLiesranp, husband. 

Emma, 

Rosa, 

AMALIE, 

Loutse, 

TuRopor, ) 

CHARLES, | 

Wiuttam, } Sons, 


ENRY, 


+ Daughters. 


OHN, 
j HN OTTENEG, son-in-law. 


Leoroip and Marta HanGs, parents, And 

three brothers and one sister. 
deo 

ONE MAN’S ENTERPRISE. 

One of the brightest advertising men 
in Chicago made his rise through the 
fall of another. It was some years ago 
when as a mere boy he was tramping 
the streets of Chicago in search of any 
sort of a job which offered. His last 
nickel had gone for food, and one after- 
noon he was walking through a down 
town alley, tired and disgusted. Hap- 
pening to glance upward he saw a boy 
leaning out of awindow, Ina moment 
the Loy lost his balance and fell to the 
ground with the customary dull, sicken- 
ing thud. The discouraged man has- 
tened to the boy’s side and discovered 
that death had been instantaneous. 
Looking up at the open window from 
which he had fallen, the man counted 
the stories and then sought the stairway 
near by. Mounting the stairs he dashed 
into the editor’s room, for it was the 
office of Zhe Prairie Farmer, and 
blurted out: ‘‘ Do you want a boy?” 
Looking up in surprise the editor an- 
swered, ‘‘ No we have a boy.” Then 
the man said, ‘‘I’ll bet you haven’t— 
your boy just fell from the window and 
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is dead, I want his place.” Investi- 
gation found that the man was right, 
and he was engaged for his pushing 
way. Since then he has risen by de- 
grees and made money, and very few 
of his friends know how he gained his 
place.— Z£x. 
ee a 

PHASES OF ADVERTISING. 

Every kind of an institution, sacred 
and profane, has at some time been 
used for advertising. The use of 
charity in this way is very old, and 
sometimes very commendable. One 
New York clothing firm distinguished 
itself about two years ago by offering 
1,000 overcoats at 25 cents apiece, the 
entire proceeds to go to any charity the 
Mayor might select ; a rival firm, not 
to be outdone, offered a 1,000 quarters 
to a 1,000 boys to get the overcoats. 
The crowd which collected at the time 
of the distribution amounted to a mob. 
There has been nothing of late so start- 
ling; but there have been charitable do- 
nations of which the advertising spirit 
has been quite as pronounced. The 
newspaper subscriptions to the World’s 
Fair were of this description. In the 
domain of art much valuable public 
education has been carried on by some 
of our great advertisers. The picture 
of *‘ Bubbles,” which a noted English 
soap, company bought of Sir John E. 
Millais for £2,000 and spent £18,000 
in reproducing, is being scattered over 
two continents, and is in every way a 
beautiful and valuable work, even in its 
cheaper reproductions. An American 
insurance company a couple of months 
since entered the field of palitical 
science, publishing a five-volume edi- 
tion of the works of Walter Bagehot ; 
it showed excellent judgment in the 
author whom it selected, for he was a 
man whose views are no less valuable 
to a business man than to a scholar, 
since he was both. The issue of this 
edition suggested to the Commercial 
Advertiser that it was possible that in 
the end a soul would be developed in 
co i through the commercial 
instinct, and that after a while we 
might have our streets lighted to adver- 
tise some great railway company, or 
our streets cleaned to bring into prom- 
inence some aspiring manufacturer of 
soap.— Christian Union. 


WASHINGTON has 146 newspapers, an 
increase of 41 since last year. 
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PEDDLING VS. PRINTERS’ 
NK. 


One of the subjects considered at the 
late convention of the American Pub- 
lishers’ Association was the relation of 
peddling to advertising. Among other 
instances, one case was mentioned 
where a large house had decided to 
spend $100,000 a year in peddling 
merchandise from door to door, in- 
stead of advertising in the newspapers, 
as heretofore. 

The Albany (N. Y.) Merchants’ 
Mail, organ of the retail merchants, in 
urging the press to support a bill now 
before the Legislature to impose a 
State tax upon peddlers, says : 

** During the past few years the ped- 
dling business has assumed gigantic 
proportions and its ranks are being 
filled every day, not so much by the 
poor man who adopts it until something 
better offers itself, but by manufacturers 
who are rated by the millions. Thére 
is hardly a branch of trade in any city 
but feels the effects of this pernicious 
system of doing business. The jeweler, 
hatter, clothier, boot and shoe man, 
diuggist, grocer and others, all have 
the same complaint to make. Let any 
daily paper see the advertisements they 
carry of their local merchants. Look 
at the advertisments of those manu- 
facturers who believe in doing business 
in a legitimate way. They amount to 
considerable every year. Yet there are 
manufacturers who do not hesitate to 
say that peddling knocks newspaper 
advertising clean out of sight. The 
result of this is, that manufacturers 
who have been spending from twenty- 
five thousand to three hundred thousand 
a year are seriously considering whether 
it will not pay them better to adopt their 
competitors’ methods than the newspa- 
pers. The daily press has it in its 
power to crush this evil that menaces 
the trade of every local merchant. Pub- 
lic opinion once aroused upon this mat- 
ter, and the State will throw around its 
merchants such protecting laws as will 
force disreputable and worthless ped- 
dlers from the field, and put the rest 
under proper restraint. 

‘* The merchants of the State who have 
settled places for doing business must 
bear their portion of the burdens of 
taxation, either in taxes or store rent. 
Every tax collector knows where to find 
these men, but the peddler who has no 
settled locality but from place to 
place selling his wares and merchandise 
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cannot be found. He may palm off 
absolutely worthless goods upon the 
unsuspecting public at prices that good 
goods could be bought for from repu- 
table dealers. He can insult, as is daily 
done, the unprotected women of the 
households that he forces his way into, 
and not being under police restraint, 
having no license to do business, he 
easily makes his escape and pursues 
the same tactics in the next place he 
enters, It is in the interest of morality 
as well as protection not only to con- 
sumers but merchants and the daily 
press as well, that this class of persons 
should be made to pay for doing busi- 
ness. A proper license fee will cut 
down the number of these people, and 
will deter manufacturers and others 
from entering the field, and to spend 
their money in creating a demand for 
their goods through legitimate adver- 
tising. Let the editor of any newspa- 
per interview any of their local mer- 
chants upon this subject, and they will 
realize as they never did before the 
curse of this system of doing business.” 


“DROPS INTO POETRY.” 


Great emergencies bring out great 
minds. The necessities of the adver- 
tiser evolve the poet. This, for ex- 
ample, is from a tailor : 


Oh! come into the garden, Maud, 
And sit beneath the rose, 

And see me prance around the beds 
Dressed in my Sunday clothes! 

Oh ! come and bring your uncles, Maud, 
Your sisters and your aunts, 

And tell them Johnson made my coat, 
My waistcoat and my pants! 

More substantial is the following, 
wherein the mingling of mackerel and 
emotion is really touching : 

Oh! say not I love you, because the molasses 
You purchased at Simpson's was golden and 
clear; 
The syrup, the sugar. the jelly in glasses, 
The crackers, the mackerel, | know were not 
dear. 
But when you came to me with Simpson's 
smoked salmon, 
And showed me his samples of Limburger 


cheese, 
I felt that his claim to be clreap was not gam- 


mon; : 
Iloved you, and said so, dear Jane, on my 
nees. 


Do not be dull. The reader’s mind 
is not on your subject. Angle forhim. There 
are other advertisements, Few or none will 
be read all through, The reader, doubtless, 
reads a line and skips to the next one, Put 
something in your first line to engage him. 
He is at the bait. A little life is no harm; a 
touch of humor, may be. He nibbles. Now 
give him your best.—/. £. Powers, 
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Correspondence. 


ONE WAY TO LOOK AT IT. 


Ferrinizers, } 
. S. Powext, p 
Bautmore, Md., March 14, 1890. § 


Editor of Printers’ Inx: 


Supject—Should Foreign Advertisements 
in Country Papers be Taken at Lower 
thap are Charged Local Advertisers ? 

It is well known that the newspaper is sup- 
posed to be the leader of the push and prog- 
ress of the town in which it is published, and 
through its columns becomes known what the 
outside world is doing. New foreign adver- 
tising is opening up new trade for home deal- 
ers, by which they reap the profit without 
effort, at the cost of the foreign advertiser 
which profit, when distributed, is of general 
advantage to all trades, as it gives the dealer 
more to spend. Foreign advertising is of 
double advantage to the publisher: he is not 
only paid by the foreign advertiser for his ad- 
vertisements, but, if they create a demand, it 
stimulates the local dealer to advertise more 
largely on his own account. 

Local advertising in the majority of the 
smaller towns cannot and will not fill suffi- 
cient space to admit of more than running 
expenses; therefore, foreign advertising is 
profit gained, at no comparative cost. It is 
generally electrotyped, thereby saving type, 
composition and the “scissors’’ editor work. 
Local advertising is proverbially prosy. Does 
Mr. Smith, who lives next door to Mr. Jones’ 
store, in a small town, and sees Mr. J's goods 
every day, read Mr. J’s advertisements? I 
think not ; but undoubtedly both Mr. and Mrs. 
Smith read the foreign advertising, especially 
if it is changed often, b it is g lly 
neat, pithy and Attractive. 

Foreign advertising, when it is new, has to 
be done without profit to the advertiser until 
it educates the local consumer up to sufficient 
confidence “o want what is advertised. The 
first, second or third demand upon the local 
dealer does not make him stock the advertised 
article ; therefore, for all this time, although 
the publisher gets paid, the advertiser gets no 
benefit. With the foregoing in my mind, I 
have always claimed that the foreign adver. 
tiser should get his advertisements inserted at 
about one-half local rates. W.S. Powe.t. 


— 





Our patent-medicine advertisers tell 
us that when the circulation is healthy, the 
various organs of the y will perform their 
functions naturally and regularly. So with 
the circulation of the newspaper. The pub- 
lisher who not only claims but 
large circulation can snap his finger at the 
wily advertising agent who wants to exchange 
a box of soap for a quarter-column space for a 
feat or the patent-medicine man who offers 

is “‘ cure-all’’ in payment for an advertise- 
ment.—Z. C. Bross, Publisher of the Ridge- 
field (Conn.) Press. 
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ANOTHER PLEA FOR DISPLAY 
TYPE, 
A. N. Kettocc Newsrarer Company, | 
Proprietors of Kellogg’s Lists, 
66, 67, 68 and 69 Tribune Building, 
W. W. Hatiock, Resident Manager. 

New York, March 28, 1890. 
Editor of Printers’ Ink: 

Permit me through your columns to again 
refer to the letter from Mr, H. F. Gunnison 
of the Brooklyn a, printed in your journal 
of the rath inst. y views on the subject in 
question, expressed in a previous issue, were 
not formed ons the standpoint of an adver- 
tiser trying, as Mr, Gunnison says, to obtain 
every possible advantage trom the newspa- 
pers, but from a position quite the reverse of 
that, and with a desire to be absolutely fair in 
the interest of both publisher and advertiser. 
As stated in the letter referred to, I do not 
wish to make any argument against the 


es agile so far as the interest of that paper 


alone is concerned, but I most strenuously 
object to the wisdom of advocating the adop- 
tion of a similar policy on the part of other 
papers relative to the discontinuance of all 
display advertis'ng. 

I am also radically opposed to the policy of 
treating all advertisers alike. It is a ver 
aye sentiment, doubtless, and sounds well, 

ut under some circumstances such treatment 
proves a rank injustice to the largest buyers 
of advertising, who, it seems to me, should be 
able to buy at the lowest price, and also be 
entitled to whatever other advantages the 
paper may be willing to grant. 
he policy of treat.ng all advertisers alike 
and treating them all poorly, may be a good 
one forthe Brooklyn Zag/e and a few other 
papers tv follow, but good newspapers gener- 
ally cannot afford to do so, 

Acting as an agent a number of years ago I 
secured an order of fifteen columns for the 
New York Heradd from one of my customers, 
for which I paid that paper $1,500 cash with 
the order. Beside me at the counter stood 
an advertiser with a two-line advertisement in 
his hand, which he turned in to the paper 
after my transaction was finished, paying for 
his fwo dines exactly the pro rata price per 
line which I was obliged to pay for fifteen 
columns, or 4,050 lines, In other words, it was 
the policy of that paper to treat all advertis- 
ers and agents alike. I received not a cent 
commission, and am free to say that I had no 
further incentive to give that paper business. 

r, Gunnison is entirely Tight whee he says 
that I apparently believe that most newspa- 
pers are very largely dependent upon their ad- 
vertising patronage for support. 

This ts a fact beyond dispute, and I feel per- 
fectly certain that were the Zag/e to lose the 
“want” advertising of Brooklyn, that paper 
would also become a convert to that opinion 
in all the realistic chilliness of its great sig- 
nificance. 

But because a paper depends upon adver- 
tising for support is no reason why it should 
accept objectionable matter, or unsatisfactory 
conditions. It is neither businesslike nor neces- 
sary for a publisher to yield to every demand 
made upon him, and as long as ple are 
struggling for supremacy in the field of ad- 
vertising, so long will these demands continue. 

The asking of unusual privileges is not con- 
fined to the newspaper otro exclusively, 
but ranges through every line of trade. 

Some of the demands made of publishers 
are entirely ble, and a paper suf- 
fers no loss of dignity or self-respect when it 
grants a customer what is right or just. 
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The Brooklyn Zag/e apparently grants ad- 
vertisers av nothing, and 1s seemingly 
proud of that fact. 

In Mr, Gunnison’s letter above referred to, 
he states that it is absurd to say that the type 
in which an advertisement is displayed carries 
any influence where advertising is done to 
secure results. Preceding this statement in 
the same letter occurs the fullowing, which it 
strikes me is most inconsistent : 

“It is quite true that if John Smith is per- 
mitted to dictate the manner in which his ad- 
vertisement should be displayed, he can draw 
more attention to his announcements than can 
all the other advertisers in the paper.”’ 

This would appear to be an acknowledg- 
ment of the power of display advertising. 
Each advertiser is bent upon drawing atten- 
tion to his particular advertisement, and is not 
apt to regret the fact of its being cially at- 
tractive; indeed, that is the desideratum of 
most advertisers, and as people do not adver- 
tise to seek oblivion, surely it is right and 
proper that they should use every available 
means to draw attention to thei announce- 
ments. 

It is most unfortunate that a few pape 
such as the Brooklyn Zagée, Philadelphia 
Ledger, Baltimore Sunand New York Hera/d, 
are unwilling to grant their customers the 
privilege of making their announcements at- 
tractive, but fortunately for advertisers al- 
most all other newspapers and publications 
permit the running of displayed matter, en- 
abling each advertiser to instill into his an- 
nouncement a certain degree of individuality 
or character which would be wholly lacking 
in the papers referred to. 

Mr. Gunnison must not confuse ‘‘ want”’ 
advertising with general or commercial adver- 
tising. ‘The former does not need to be dis- 
pleved ; it is eagerly sought for and generally 
rings pooch se returns, but people do not 
buy papers for the sole purpose of looking up 
advertising pertaining to commercial matters, 
nor do they scan the columns to find such ad- 
vertising, consequently those who wish to 
make known the merits of an article which 
people are not actually seeking must of neces- 
sity use some means by which to attract at- 
tention, hence the need and 2 of display 
advertising. W. W. Hattock, 

— 


THERE are over 15,000 newspapers 
in America to-day, and if you leave out of the 
accounting the cordwood and potatoes taken 
by several thousand of this number in pay- 
ment for subscriptions, and if you add up tie 
receipts and expenditures of these papers in 
separate columns, you undoubtedly would 
have an enormous shortage. The expenses 
would exceed the receipts by a large sum. 
Possibly the glory of having run a newspaper 
will bal lance accounts with many men who 
have lost in such ventures, but to those who 
look upon the businsss from a purely commer- 
cial standpoint, where a newspaper is con- 
ducted with an honest purpose by an honor- 
able man, the glory cannot make up for the 
worry and labor while the paper is running 
and the d intment occ d by failure 
when the chases are taken from the stone and 
» = impression has been made.—/ames 

cott. 





—_—-+-o -— 


WATCH the men who push their busi- 
ness during slack times, and you will discover 
that they understand human nature and have 
learned that the people look for sao & 
when the times are hard, and they notice the 
advertisements and patronize the men wlio 
seek their trade.—Z/khart (/nd.) Truth. 
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COMMENDA TIONS. 


ANGIER Cuemica AL Company, t 
Boston, Mass., March 27, 1890. § 
Editor of Printers’ Ink: 
* * * We value Printers’ Inx too highly 
to miss a single copy. ANGIER CHemicat Co, 
Tue Troy Daty Press, } 
Largest Circulation in Troy. . 
Troy, N. Y., March 28, 1890. } 
Geo. P. Rowell & Co.: 

* * * | hear very frequently from the 
little advertisements of the Press that have 
appeared in the “ Special-Notice’’ depart- 
ment in Prinrers’ Ink. I do not believe it 
unreasonable to presome that every one of 
those little notices are read with avidity and 
by all of the subscribers to Printers’ Ink. 

H,. O'R. Tucker, 
Grass VALLEY, 
Editor of Px 
*“* * 


Cal., 
wrers’ INK: 


March 17, t8go. 


Pxinters’ Ink is more useful to 
me than any other publication for newspaper 
publishers and advertisers that I ever saw. 
get from it many points pertaining to the 
** business end "’ of newspaper publishing. 

H. S. Spacpinc, 


Tue Ay en-C HAPIN CoMPANY, } 
Capital, $250,000. 
SeaTTLe, Wash., March 18, 1890. } 
Geo. P. Rowell & Co. : 

* * * Printers’ Ink is the brightest of 
trade journals, We consider it a most valuable 
and interesting publication. 

Tue Aver-Cnuarin Co. 
Joun L. Aver, President. 


Mvuceerry News Orrice, i 
Mu eerry, Ind., March 18, 1890. 
P. Rowell & Co.: 

I don’t see how I could do without Print- 
ers’ Ink in the office. I look for it every 
week, and read it with ay pleasure. * * * 

Geo, A. Mou.er, 
Managing Editor. 


Geo. 


New York, N. Y., 

Editor of Printers’ In« 

Publishers who have constantly talked up 

and lauded the value of printers ink as the 

secret of substantial success should demon- 

strate that they believe what they assert by 
using Painters’ Ink themselves. 

Wuzer F. Coox, 
Advertising manager of /udge. 


March 25, 18go. 





SPECLIL NOTICES. 


Advertisements under this head, two lines or 
more, without disp/ay, Ue. a line. 


N AY 7TH. 
.! CHOOLS - 
K —_ 

—— CALL, Quincy, Illinois, 


MAY iTH. 


> HOUSTON POs!—All South Texas, 


Sppsemges oe TITUTIONS: May 7th. 


CHOOLS COMMENCE ADVERTISING 
during the mouth of May. 


aoa MAY itm issue of oar glue INK 
will reach nearly 8,000 schools. 
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EW YORK WEEKLY. 
line. Circulation, over 
ppnessos &, J.) NEWS prints : een ealy. 
Larges irculation in | in South Jer: 
oO noe SCHOOLS AND COL LRGES 
use PRINTERS’ INK issue of May 7. 
DVERTISING AT YOUR OWN PRICE.— 
See ad. of “ Great West,” this heading. 
Hy: FARM AND FACTORY, St. Louis, 
Mo.,A 1; 6),000; semi-monthly, agricu’l. 
“RASS VALLEY, Cal. Richest district in 
the State. TIDINGS (d. & w.) covers it. 
ENTINEL, Ionia, Mich. Largest circula- 
tion in county. Only Republican paper. 
UNBEAM, Seligman, Mo. EF. O. W. Cire’n 
1,560 ia. W. Mo. & N. W. Ark. Rates low. 
HE MAY (TH issue of PRINTERS’ INK 
will be sent to 7,6 9 Schools and Colleges. 
ACTORY price. Suip direct. Cat” logue free 
Hulbert Fence & Wire Co., St. Louis, Mo. 
EROLD DES GLAUBENS, St. Louis. 
Established 18). Weekly. Cire’n 19,000. 
HE HOMECIRUCLE, St. Louis,Mo. Month- 
ly; 45,000 cire’n. Rae, 5v cents per line. 
ANDWIRTH, St. Louis. Agricultural. 
Monthiy. Cire’n 22,000, Present rate, 1c, 
SLAND REPORTER, Sydney, Nova Scotia. 
Unique Scotch constituency. Large cire’n. 
YNWN (Mass.) ITEM. 8 pages. Average daily 
cire’n, 8,000. Best advertising medium in 
the city. 
HE EVENING WISCONSIN, Milwaukee, 
has the largest circulation of any daily in 
the State. 
YOLORADO EXCHANGE JOURNAL is the 
J monarch of Western industrial weeklies, 
$3.00 per year. Denver. 
any. SUNDAY, WEEKLY, MONTHLY. 
RUTH, Elkhart, Ind. Best advertis- 
ing alien in ‘the State 
Y NOXVILLE JoURNAL—GUARANTEED 
larger circulation than uny daily paper 
«ver printed in Knoxville. 
HREE SQUAWS OF GORY GULCH, or 
The Proof-Readers’ Revenge. 10 cents, 
H. D. TAYLOK, Springfiela, Mass. 
YAN FRANCISCO CALL, the best morning 
) newspaper in California, Unequalled in 
circulation, character and influence. 


ROCKTON (MASS. ) ENTERPRISE. Daily, 
85; Weekly, $2 per year. Shoe manufact- 
uring news a specialty. Spec. copies free. 
GiAN FRANCISCO BULLETIN—estab. 185%5— 
) is the leading evening newspaper of Cali- 
fornia in circulation and influence, Try it. 
. B.—VANDERBURGH, WELLS & CO.., 
e will remove on or about May 1, 1890, to 
No. 8 Spruce, near Nassau Street, (Cottrell 
Building). a 
( NF. HUNDRED AND FIFTY-FOUR thou- 
sand white Baptists in Kentucky. Their 
7 is the WESTERN RECORDER of 


1.25 per agate 
000. 


I 


State or 
Louisvil 


yong DEALERS—M. Plummer, of 161 
Wiliam street, New York, will fill any 
order for paper—from half a quire to thou- 
sand ton lots. 
DVERTISE IN tHt NEW MISSISSIP- 
PIAN, Jackson, Miss., which has a bona 
fide circulation in every county, city and 
hamlet in Mississippi. 
HE HOUSTON POST is the cheapest and 
most thorough medium by which adver- 
tisers can get before the people of Eastern, 
Southern and Western Texas. 


HE LORD & THOMAS Religious News 

per a is THE medium forad 

vertisers to reach the best buyers of the West. 
Lowest rate by all advertising agencies 


‘ 


AMILY STORY re Cire’n 
than any other 8 r. $1.23 
JOHN LANE, P. 0. Box 3.25 Bor! 256, B Trib. Bidg, N. Y. 


HOE DEALERS every = ae read the 
Ss BROCKTON SHOE, monthly. Elegantly 
iiiustrated. Send for for copy. Brockton, Mass. 


A’ pax INDISPUTABLE Fi FACT.—THE TROY 
SS has the largest daily circulation 

in Troy N . Y., and its readers comprise all 

classes.’ It is the popular paper of Troy. 


DVERTISEMENTS received for leading 
J&\ American newspapers. Files kept three 
months for examination by advertisers. Ad- 
dress GEO. P. ROWELL & CO., New York. 


SS. —A large stock of elec- 
trotypes of engravings—embracing all 
:uvjects—at nominal prices. THE PRESS 
ENGRAVING CO., 88 and 9) Centre St., N. Y. 


OURNAL OF AGRICULTURE, weekly. 
e Guaranteed and sworn circulation 45.00 
weekly. 25e. per agate line. Send for sample 
copy. Journal of Agriculture, St. Louis, Mo. 


UBUQUE (LOWA) TELEGRAPH. Circu- 
lutioun—Daily, 5,000; Weekly, uo), Best 
advertising ea um in Northwest. Send for 
rates. CHAS. E. HALL, Advertising Man’g 
ARSHALL, Tex., wants a TANNERY ond 
= FACTORY. Inducements offer 
$3.50 per cord; green hides, 3téc. 
Address’ R. L. JENNINGS, 


larger 
r line. 


« od. 
HY ‘free. 
Marshall, Texas. 


\ OSPEL BANNER, Augusta, Me., leads in 
general clnoulegen all religious publica- 

tions of Maine, New Hampshire, Vermont and 

Connecticut, and reaches more Universalists 
in those four States than any religious weekly. 


i. price of the American Newspaper Di 
rectory is Five Dollars, and th : purchase 
of the book carries with ita paid subscription 
to Printers’ INK forone year. Address: GEO. 
P. ROWELL & CO., Publishers, No. 10 Spruce 
Street, New York. 


ARM POULTRY, Boston, Mass.—Ably ed 
ited tu interest and instruct the many 
thousand artisans, mechanics and families in 
the suburbs of large towns who, as well as 
farmers, Keep a Few Hens; therefore, an 
excellent general advertisers’ medium. 


UDGING from the patronage of Texas ad- 
vertisers, HOUSTON POST is the 
most pular Daily in Southern Texas. It 
publishes more “want” ads. than all Texas 
dailies combined, and is the recognized State 
medium for “wants.” Circulation consid- 
ered, rates are very low. 
y 7 HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he — be allowed a discount 
sufficient to pay for a year’s subscription to 
yg Ink. Address: GEO. P. ROWELL 
CO., Newspaper Agvertiting Agents, No. 10 
a Street, New Yor 


[>it SPEAKS FOR ITSELF.— THE TROY 

RESS is one of the liveliest advertising 
newspapers in America. Itscolumnsare tull 
of announcements of energetic dealers. It 
has the largest circulation and the largest 
wumber of advertisers, and it is the most 
popular paper printed in Troy, N. ¥ 


HE ARGONAUT is the only High-Class 

Political and Literary Weekly published 
on the Pacific Coast. 1: goes into all the well 
to-do Families of the Pacific Coast. It hasa 
larger circulation than any paper on the Pa 
cific Coast except three San Francisco dailies. 
Thousands of single stamped copies of it pass 
through the post-office every week, remailed 
by subscribers. 


“= TEXTILE INDUSTRY is probably the 
largest ag jatoenet in this 
were direct! by journal. 
TEXTILE MANUFACTURING WORT, D, 
at fenen, with its sworn circulation of 10,000, 
far exceeding all B sieain, affords the means of 
oe this fie - ~ Send for rates 
and evidence of ot! er people's experience 
Textile advertising. 
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blight YOU NOTICED what a well printed 
book the Américan Newspaper Direc- 
pad is? Especially = new edition for 1890 

hich has just been issued. Oue reason for 
its beautiful appearance is that it is printed 
with the Wilson Ink. Address W. WIL- 
SON PRINTING CO. (L’D), ry Wiiliam St. We 
New York, for Price List. 


( NE of the most successful advertisers we 
ever had aiways ordered his advertise- 
meuts in this way : “ Get the best service you 
can for me for $5,000." He left every detail 
tous. There is no more expensive luxury 
for an advertiser to induige in than to tie 
his agent's hands by getting him two tell in 
advance exactly what he will do. GEO. P. 
ROWELL & CO., 10 Spruce St., New York. 


FIVE-LINE SPECIAL NOTICE inserted 

in the four issues of Printers’ Ink for 
the month of May 7, 14, 2t and 28 will reach 
the eye of 30,000 Schools, Colleges, Seminaries, 
Academies and HOTELS, at a total cost of $5 
for the four insertions. Copy for advertise. 
ment must reach the office one week before 
the day of publication. Address GEO. P. 
ROW ., Publishers, 10 Spruce street, 
New York. 

TWO-LINE SPECIAL NOTICE inserted 

in the four issues of Printers’ Ink for 
the month of May 7, 14,21 and 28 will reach 
theeye of 30,01 0 Schools Colleges, Seminaries, 
Academies and HOTELS, at a total cost of $2 
for the four insertions. Copy for advertise- 
ment must reach the office one week before 
the day of S Poe, Address GEO. 
ROWELL & Publishers, 10 Spruce street, 
New York. 

TEN-LINE SPECIAL NOTICE inserted 

in the four issues of Privrers’ Inx for 
the month of May 7, 14,21 and 28 will reach 
the eye of 80,000 Schools, Colleges, Seminaries 

at a total cost > 

py for adver- 
office one week be- 
Address GEO. 
, Publishers, 10 Spruce 


Acalemies and HOTELS, 
$10 for the four Insertions. Copy 
tisement must reach t 
fore ™ “ETS of publication. 
P. RO 


strect, ee You 


FULL-PAGE ADVERTISEMENT inserted 
in the four issues of Printers’ Inx for 
the month of May 7, 14, 21 and 28 will reach 
the eye of 30,000 Sc ols "Colleges. Seminaries, 
Academies and HOTELS, at a total cost of 
$200 for the four insertions. Copy for adver- 
tisement ay) -_ the office one week be- 
fore ~ £ eueatien. Address GEO. 
, Publishers, 10 Spruce 

AE .. New York: 


QUARTER-PAGE ADVERTISEMENT in 

serted in the four issues of Paixtrers’ 
Ink for the month of May 7, 14, 21 and 28 will 
reach the e: e of 30,000Schools ‘Colleges, Sem- 
inaries, Academies and HOT cLS, at_a total 
cost of fer the four insertions. Copy for 
oiventauanees mustreach theoffice one week 
before the day of publication. Address GEO. 
P. ROWELL & CO., Publishers, 10 Spruce 
street, New York. 


HALF PAGE ADVERTISEMENT inserted 

in the four issues of Printers’ Ink for 
the month of May 7. 14,21 and 28 will reach 
theeye of 80,000 Sc ne  Loneges. Seminaries 
Academies and HOTELS, at a total cost of 
$1 for the four Seeatean Copy for adver- 
tisement must reach the office one week 
fore the eee of _ ation. Address GEO. 
P. RO , Publishers, 10 Spruce 
street, New York. 


DVERTISING AT YOUR OWN PRICE.— 
THE GREAT WEST, organ of the Alli- 
ances of Minnesota and the Dakotas, prints 
10,000 copies each week, with occasional issues 
of from 5,000 to 10,000 extra. Any reasonable 
offer will be accepted for trial advertise- 
ments, but no proposition will be entertained 
. run more than 13 times, except at full 
The rate for ore inch space, 13 times, 
is $18.20 Make ey offer on your advertise: 
EST circulates among 
a thrifty class ~ ¢ readers, one will pay any 
advertiser who has a good art for sale at 
4 reasonable price. Address J, L. STACK & 
CO., St. Paul, Minn. 
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eS REACH THE HOTEL MEN OF AMER 
CA.—The latest edition of the Official 
Hotel Directory of the United States, often 
calied * The Hotel Red Book,” contains a list 
of 22,500 hotels in the United ‘States and Can- 
ada. For the purpose of attracting the atten 
tion of the proprietors of these hotels to the 
merits of Printers’ Ink, as a guide and in- 
structor in the art of advertising and thus 
inducing subse rij tions, a sample copy of the 
issue of May li, 21 or 28, will sent to every 
name on this list. To one-third May 14; to 
one-third May 2|,and t» the remainder May 
%. GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 
THE LOCAL EDITOR: Every adver- 
tiser ought to subscribe for INTERS’ 
Ink. The subscription price is $2a year. It 
is worth the money. It is published weekly. 
If there are any persons in your neighbor- 
hood who are interested in advertising, we 
advise you to secure their subscription for 
Pruvrers’ Ink, and collect the money, $2 a 
year for each subscription. You can keep 
the a put itin your own ket—and 
may pay for the subscriptions by causing an 
advertisement of Privters’ Ink (which we 
will send you for ee to be inserted 
~y your paper. In this way you can secure 
vertising order, do a service to your 
neighbor (who is or ought to be interested in 
advertising), and vance the interests of 
advertising generally. Address GEO, P. 
ROWELL & CO., Publishers of PRINTERS’ 
10 Spruce St.; N.Y. 


1O REACH 7,500 Schools and Colleges. The 
American College and School Directory 
for 1890 contains a list of Colleges, Seminar 
ies, Academies and other educational insti- 
tutions, and the names and addresses of 
ue principa ais; also a list of the various 
schools of Sclence, theology, law and medi 
cine. A careful estimate places the number 
of names in the Directory at7,0u9. For the 
purpose of inducing subscriptions, a sample 
cont of Printers’ Ink, of the issue of May i, 
will be sent to every institution named in 
this list. The principals of many of these 
schools and colleges find in newspaper adver 
tising the best and cheapest means of in 
forming the public of the advepteges of 
heir res: tive establishments. This class 
of advertising generally commences during 
the month of May—and this special issne of 
Privtrers’ Ink will reach these acivertisers 
about the time when they are deciding which 
mediums to use. GEO. P. CLL & CO., 
Publishers, 10 Spruce 8t., New York. 


INK, 





‘WANTS . AND FOR SA SALE. 
Advertiscments under this head 2% cents a line 
yg ALE —Good newspaper and 

~h - Michigan. Address “ MIC 
care PRINTERS’ INK. 


7" Printing Offices for sale 
$6,000 and $1,000. Liberal terms. 
sell one. Lock Box 38, Ypsilanti, Mich. 


R SALE—The entire outfit, except press, 

of a six-column quarto newspaper, run 
less than two years. Specimen sheets of type 
on aes. FRED. H. GLESSNER, Find- 
lay, 


NOR SALE— An old established, prosperous 
Democratic Weekly Newspaper and Job 
Office in a ee | Illinois manufacturing town 
of 8,000. opening for Daily. Plant in 
first-class condit ion. Worth 81,00); will sell 
for 23.000., on favorabl: terms. Address, 
“ OXFORD,” P. O. Box | 9), Pulladelphia, Pa, 


FOR SALE. 
> bus i. 
IGAN, 


Worth 
Must 


WANTED. 
W;: ANTED—An editor of experience and 
ability. One that can chase an in- 
terest in a paper alrea gaeneenes, 
Amount n . $5,000 to $10,000. od 
on rtunity to the right a. Aa ress 
DITOR,” care Printers’ 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pus isners. 
Office: No, 10 Spruce St., New York. 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance; 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred, 

ADVERTISEMENTS, agate measure, 25 cents 
a line; $50 a page ; one-half page, $25 ; one- 
fonrth page, $12.50. First or Last Page, $100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
centsa line. Advertisements must be handed 
in one week before the day of publication. 


NEW YORK, APRIL 4g, 1890. 

ONE way to advertise is to send cir- 
culars to names taken from some old 
directory, most of the persons in which 
are either dead or have changed their 
respective addresses. 


A MAN in Durham, Greene Co., 
N. Y., has evolved a scheme which 
certainly possesses the merit of nov- 
elty. He offers to rent for adver- 
tising purposes the white canvas 
surface of a kite, 25x18 feet in size. 
Where he proposes to fly his kite does 
not appear. 


THe Milwaukee Sentinel, in an- 
nouncing that Mr. S. C. Williams will 
hereafter act as its Eastern advertising 
manager, in New York City, takes oc- 
casion to outline its policy in this re- 
spect as follows: ‘* This Eastern office 
is maintained by the Sestined to facili- 
tate the transaction of business by 
Eastern advertisers and general ad- 
vertising agents with the Sentine/, and, 
as heretofore, the manager will be 
employed upon a salary basis exclu- 
sively.” 


NEWSPAPER publishers will be in- 
terested in a libel suit which has been 
tried in the Circuit Court of Rochester, 
N. Y., and decided in favor of the de- 


fendant. A reporter of the Democrat 
and Chronicle, in copying the list of 
names from a police docket, accident- 
ally substituted for the name of a pris- 
oner that of the plaintiff in the case. 
The latter promptly brought suit for 
$10,000 damages, but the jury decided 
that he had no cause of action, as the 
Democrat and Chronicle corrected the 
error on the following day. 


PRINTERS’ INK. 


Tue New York Heradd prints a two- 
column report of some interesting tes- 
timony given by Mr. Edward Rose- 
water of the Omaha See before the 
Committee on Postal Telegraph in 
Washington, February 17, but which 
for obvious reasons the Associated 
Press failed to report. Mr. Rosewater 
gave some of the inside history of the 
telegraph service and its workings, and 
showed how the Government had been 
swindled by various corporations. He 
said that the telegraph companies are 
making enormous profits and that mes- 
sages ought to be transmitted at much 
lower rates. Notwithstanding that the 
laws of the United States require that 
Government business should have the 
precedence over everything else, a 
message known as ‘’C, N, D."—Com- 
mercial News Department—is put upon 
the wires and transmitted ahead of 
everything else. Mr. Rosewater was 
for thirteen years actively engaged in 
the telegraph service, having been 
manager of the Western Union Tele- 
graph Company at Omaha, and at other 
times connected with the Military Tele- 
graph Corps, Atlantic and Pacific and 
Great Western lines. 


THE local weekly is the natural me- 
dium for reaching the vast number of 
people who live in the small towns and 
villages, Advertisers who wish to reach 
this class of people should not make 
the mistake of supposing that the 
ground is thoroughly covered by the 
big daily and weekly publications of the 
cities. While it is true that the met- 
ropolitan dailies are being more 
generally taken than formerly among 
country people, it is also true that 
they do not receive the careful read- 
ing that is accorded the home paper. 
The latter is in some respects like 
a letter. It gives the small and in- 
significant items of news which are 
sometimes made the subject of ridicule, 
but which are just what the people 
want. Where the daily will be skim- 
med over in a half hour and tossed aside, 
the local weekly will be passed from 
one member of the family to the other 
and be eagerly read by each. The 
country weeklies form a large propor- 
tion of the newspapers of the country, 
and the advertiser who would cover the 
field thoroughly cannot ignore them. 
The city daily is taken by the store- 
keeper, the lawyer and the doctor— 
perhaps, but all the other people in the 
place take the local paper. 
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ALASKA has three weekly newspapers 
—one at Sitka and two at Juneau. 


EpirAPH for a photographer—Taken 
from life. Epitaph for an aeronaut— 
Gone up. 


** Now, there’s Jones ; he’s the best 
natured man I ever saw,—lets other 
fellows make jokes at his expense all 
day long.” 

** Is that so?” 

“* Yes, he is the proprietor of a comic 
weekly.’ 


““WRrITE for the one you can win, 
and write to win him,” says J. E. Pow- 
ers, the advertisement writer. ‘* Re- 
spect him ; use no unworthy means of 
attracting attention.” 

losieghedisimentlistinttsimemmapaes 
DELUGED WITH LETTERS, 
CLEVELAND, Ohio, March 21, 1890. 
Editor of Priuxters’ Inx : 

Since your publication of that brief sum- 
mary of postal-department decisions relating 
to newspapers, I have been deluged with in- 
quiries asking for specific references to author- 
ities. Please allow me to say to these in- 
quirers through your columns that I can no 
longer recall those references— not even the 
titles of the P, O. reports in which they were 
published. I have been for some years out 
of the newspaper business, and professional 
duties will not permit me to take the time and 
trouble necessary to verify them again, nor to 
consider che more recent rulings which may or 
may not have confirmed or nullified them. 

L. B. Tuckerman. 


The matter referred to by Dr. Tuck- 
erman was treated of in the PRINTERS’ 
Ink for March 19. The attitude of 
the Post Office towards newspapers is 
simply that of a public carrier. No 
attempt is made to inquire into the 
status of subscriptions.—[£¢. Print- 
ERS’ INK. 


~o>-—__—_— 
NO HUMAN BEING CAN TELL. 


Rocersvitie, Tenn., March 21, 1890. 
Editor of Priuwtvers’ Ink: 

Suppose we should send you check for $100 
with this advertisement, and send you the 
gross receipts for, say six months, to be rein- 
vested in advertising—everything to be left to 
you—and after that should continue to invest 
in succeeding six months the same as in these 
six months, do you think we would be likely, 
after first six months, toreceive double amount 
(gross receipts) as paid out for advertising ? 
Your experience will enable you to form some- 
thing like a correct opinion, and if it 1s not an 
improper question to ask would be glad to hear 


trom you, . 
It is never possible to say in advance 
what the result of any particular adver- 
lising will be. If an advertising agent 
could be certain that an advertising in- 
vestment could always be made to pro- 


duce a profit, he would not be obliged 
to seek patronage, but would promote 
his own interests best by inventing ad- 
vertising schemes of his own. All the 
agent can do is to procure the largest 
amount of publicity for the money 
placed at his command, Whether the 
advertiser can make this publicity prof- 
itable will depend upon what he has to 
sell and how well he manages his busi- 
ness.—[£d, PRinTERS’ INK. 
7 
A NEWSPAPER RATE CARD, 

Geo. P. Rowell & Co. : 

We take pleasure in sending you our revised 
list of rates for 18yo: 

ADVERTISING RATES, 

No. 1. No. 2, No. 3. No. 4. 
rinch, 1 year... $18.00 $15.00 $12.00 $10.00 
2inches, “ .., 30.00 24.00 20.00 16.00 

sin ** ee 40.00 32.00 27.50 21.00 
eee 48. 00 40.00 32.50 27-5° 

56.00 45.00 38.00 32.00 

one-cigiith 64.00 55.00 42.50 38.00 

. 78.00 64.00 50.00 46.00 

** yee 90.00 75,00 65.00 55.00 

1, page... 100.00 84.00 72.00 60.00 

For three months’ contract, divide by 4 and 
add 33 per cent, 

For six months’ contract, divide by 2 and 
add 25 per cent, 

ExrLanation.—The figures quoted in col- 
umn No. 1 is our regular rate. Column No. 2 
is our lowest rate toadvertisers. Column No 
3 is the rate we shall expect from advertising 
agents (net). Column No. 4 is the dowest net 
rate we can accept contracts from agents, but 
shall not expect them to make a regular thing 
of sending us this rate. 

You are at liberty at all times to accept any 
rate we may make to advertisers, and send us 
your order, less 33 per cent. 

The above will enable you to put us on any 
list intelligently, and save considerable writing 
back and forth for /owest rates. 


te General Manager. 
. Lous, ‘Mo. » March 27, 1890. 

An advertising agent is often con- 
sulted by publishers on the subject of 
a table of rates. It is a matter to 
which much thought has been devoted, 
and a satisfactory result has never been 
attained by any paper that does not 
charge a fixed price per line every issue 
—and with papers of small circulation 
this is not practicable. Every pub- 
lisher must settle this question for him- 
self. No one will settle it to his entire 
satisfaction. No publisher ever adopted 
one scale of rates without at some time 
wishing that he had adopted a different 
one. The straight-out honesty of the 
rate card printed above is something of 
a novelty. It was intended for the guid- 
ance of the advertising agent, of 
course, and not for exhibition to ad- 
vertising patrons. —[Z¢. PRINTERS’ 
Ink 
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RIP VAN WINKLE HEARD FROM, 


Sworn Circulation, 
over 9,000 Copies Daily. 
EprroriaL Rooms oF 
Tue Scranton Trutn, } 
An Independent Afternoon Newspaper, 
Joun E. Barrerr, Editor. 
Scranton, Pa., March 27, 1890. 
Editor of Prixrers’ Ink: 

We respectfully invite your attention to a 
feature in the American Newspaper Directory 
for 1890, which, it seems to us, calls for re- 
form, We refer to the ** Key”’ of rating by 
which the publishers purport to give the cir- 
culation of newspapers mentioned in that 
valuable publication. The bona fide circula- 
tion of Zhe Scranton Truth is ovet 9,000 
copies daily, and yet in the Directory Key we 
find it rated “Ga,” which means * exceeding 
7,500." This virtually knocks off over 1,500 
copies from our regular circulaticn in the esti- 
mation of the man who reads the Directory, 
the presumption being that every paper is 
soondl ee to the full limit of what it is entitled 
to, and that many papers figure in a class to 
which they do not rightfully belong. 

We are aware that the next class in the 
“ Key” is ** exceeding 10,000,” and. while we 
frequently print a much larger issue than this 
number, we do not claim it as the circulation 
of our paper, nevertheless we feel aggrieved 
that the Directory does not contain a rating 
that does us full justice. We are decidedly of 
the opinion that every daily paper publishing 
over 5,000 copies and less than 20,000, should 
have credit for at least every thousand copies 
of its circulation. Aiter it has reached the 
20,000 mark a jump of 2,500, such as the Di- 
rectory makes, does not matter so very much 
as it does, for instance, in going {rom 5,000 to 

.g00 copies, and from 7,500 to 10,000 copies. 
it will not injure the Key of rating to enlarge 
it so as to conform: more closely with facts 
and with the spirit of justice. hen the cir- 
culation of a daily paper exceeds 6,000 copies, 
that fact should be stated; when it exceeds 
7,000 copies, proper credit should be given; 
when it is over 8,000 copies, that, too, shou! 
be designated, and when it exceeds 9,000 
copies, as in the case of The Truth, there 
should be room to say so_ It is dishonest to 
be over-rated, but it is unfair to be under- 
rated ; and while we do not for one moment 
question the desire of George P, Rowell & Co, 
to do full justice to all, we sincerely believe 
that their Key of rating is sadly in need of 
revision. We would not give this matter so 
much attention were it not for the deservedly 
high character of the Directory, which is 
justly recognized as a standard work, and 
which can be still further improved by such a 
revision of its circulation rating as we have 
indicated, Barrett & Jorpan. 


A representative of PRINTERS’ INK, 
having secured an interview with the 
editor of the American Newspaper Di- 
rectory and brought to the attention of 
that august personage the communica- 
tion from the Scranton 7ruth, printed 
above, was serenely met with the in- 
formation that the Directory has for 
many years offered to do for the Scran- 
ton 7ruth, and for every other paper, 
exactly what Messrs. Barrett & Jor- 
dan so much desire ; and the represen- 
tative of PRINTERS’ INK was furnished 


PRINTERS’ INK. 


with the following copy of a circular 
which has been mailed from the Direc- 
tory office to Scranton 77ruth, and to 
every other paper, year after year: and 
the editor of the Directory further re- 
marked that it was very interesting, 
after having devoted days and weeks 
and years to telling a publisher that 
two and two make four, to have that 
publisher then turn about and ask in 
all seriousness, as though desiring in- 
formation, what would be the sum of 
two added to two: 
SPECIAL NOTICE, 

The rating of circulationsin the Directory 
is given by letters, or the combination of let- 
ters and figures, of which the significance is 
explained by a Key; but for every paper, the 
publisher of which furnishes in good faith a 
Statement in detail for the period of a full 
year, made in substantial accordance with the 
sample statements sent herewith showing (1) 
the date and actual edition of each issue for a 
full year immediately preceding the date of 
the statement; (2) added so as to show the 
sum total of all the issues; (3) and the sum 
total divided by the number of issues so as 
to exhibit the actual average editions; the 
figures so found will be printed in numerals 
with the description and rating of the paper, 
and additional statement will be made as fol- 
lows: §2@~" Actual average for the past year 

copies. 

For this service no charge will be made. It 
will be render: d freely for the benefit of those 

ublishers who wish to have the public in- 
ormed of the actual rather than afpro.xi- 
mate circulation. 

§" See New York City World and 423 
other papers in the Directory for 1889. 


— 
WORTH THINKING ABOUT. 
When you want a lawyer do you ask al! the 
attorneys you know to make a “ bid”’ and then 
employ the cheapest? Do you not rather 
look for the attorney whose skill, knowledge 
of the law, and personal character insure 
thorough and honest effort in your interest? 
Level headed business men seek the best legal 
talent. Why doesn’t the same principle apply 
tonewspaper advertising? The difference be- 
tween using the papers that w7// pay you, and 
those that won't, amounts to more in hard 
cash, than any possible saving by competitive 
bids. The adility to produce dest effects in 
least space makes money for the advertiser 
two wavs—while it increases the value, it re- 
duces the cost. To select the papers requires 
knowledge; to prepare the advertisement, 
skill, Add the personal character and you 
have the same elements that constitute the 
desirable attorney. Neither of them comes 
by chance—to some, whether attorneys or ad- 
vertising agents, they do not come at all, 
Isn't it cheaper for you—better and cheaper 
too—to employ the advertising agent whose 
personal character is sufficient guaranty that 
the advertising will be done, and that you will 
not be overcharged, whose admitted skill in- 
sures a telling advertisement, and whose 
knowledge of newspapers and newspaper ad- 
vertising, enables him to select such papers 
as will best serve you.—-Ayer. 


ae Go 


SoME advertisers will deliberately go 
out of their way to lie.—Dry Goods Economist. 
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Guaranty oF 200,000 circuLaTion, 
And Less Than 1-3 of a Cent per Line per Thousand. 


THE REPUBLIC 


WEEKLY EDITION OF THE ST. LOUIS REPUBLIC 


Do you appreciate a genyine advertising snap? If you do, THE REPUBLIC has a 
proposition which will merit your careful consideration. Its issues of April 23 and May 7, 
next, will have a circulation of not less than 200,000 each, which will be distributed as 
follows: In Missouri, Illinois and Texas, from 30,000 to 45,000 in each State; in 
lowa, Kansas and Arkansas, from 20,000 to 23,000; in Nebraska and Louisiana, 
10,000 to 15,000, and in Indiana, Indian Territory, Colorado, Montana, California, 
Oregon and Washington, from 1,500 to 5,000 each. 

These two issues, it will be noted, will have about double the ordinary circulation of 
THE REPUBLIC, and the primary purpose of the large issues is to introduce the paper to 

cople who are not now readers. ‘This was done with extraordinary success in the issues of 
Pare 5 and 12, this year—the results to THE REPUBLIC and its advertisers bein 
equally gratifying, To give an adequate idea of the present extent and distribution of THE 
REPUBLIC’S circulation, which advertisers not heretofore among its patrons will need to 
appreciate the exceptional opportunity offered, the subjoined exhibits are presented. 

In the natural and legitimate field for its circulation— Missouri, Illinois, Arkansas and 
Texas—THE REPUBLIC is absolutely unapproachable, the number of post-offices in these 
States at which it has a list of subscribers being as follows: 

In In In In In the 

Missouri. Illinois. Arkansas. Texas. States. 

Total number of offices. 2,326 1,078 1,987 7,620 
Number of offices at which THE RE-/| 

PUBLIC is not taken { 02 826 248 553 1,729 
Number of offices at which THE RE-+ - --— 

PUBLIC is taken........ seanonstien ‘ 2,127 1,500 830 15434 5,991 


The showing of THE REPUBLIC in the entire United States ts presented ia the 
following schedule of the number of post-offices at which it has a list of subscribers in each 


State and Territory, every one being represented without a single exception : 


58 | Montana 
42 Nevada 
830 Nebraska 
1 New Hampshire.. 
138 | New Jersey 
178 | New Mexico.......... 
~ 3 Sega é 
55 | North Carolina......... 
| Ohio. 
District of Columbia.................. 3 | Oregon 
4 : we ‘7 ES eee ‘ 
a Rhode Island 
EE South Carolina 
Illinois ...... 5 
Indiana, 


Kentucky 
Louisiana West Virginia 
Wisconsin... .. 


11 Canada 
83 Mexico 
‘ 18 Other Foreign 
Mississippi. . ae 78 
Missouri Total post-offices... 

Each of these issues of THE REPUBLIC will afford the advertiser an opportunity of 
reaching at least 1,000,000 of the most prosperous agricultural people in the Union at a 
merely nominal figure. No advancc will be asked over the regular rates, which are: For 
single insertions of display, 6@ cents per line, agate measurement, and for pure reading 
notices $1 per line, minion. This makes a rate 


Less Than 1-3 of a Cent per Line per Thousand. 


All orders should be in not later than April 22 for the first special issue, and May 6 for 
the second issue, and may be sent direct or through any reputable advertising agency. 


THE REPUBLIC, St. Louis, Mo. 
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AUXILIARY SHEETS. 


A. N. Kettocc Newsparer Company, } 
New York, March 28, 1890. 

Editor of Printers’ Inx: 
The idea of printing Auxiliary Sheets for 


newspapers was, I believe, entirely original | 


with A. N, Kellogg—I mean that he did not 
copy the idea from any one, though it is 
doubtless true, as Mr. Allbee writes, that 
four or five Vermont papers were printed upon 
a similar pian many years ago. fiadge, how- 


ever, that this was a sort of family arrange- | 


ment among the Houghtons, and not entered 
into by them asa business. If I am not mis- 
taken Messrs, Cassel, Petter & Galpin, Lon- 
don, were the pi in this busi , though 
I am sure that fact was not known b r. 
Kellogg until long after he had establi 
what has been known since 1865as ** Kellogg’s 
Lists.”". W. W. Hatrock, Resident Manager. 
SRN AON: RE 

ADVERTISERS are like maidens: they 

require wooing.— 7. Campbell Copeland. 
10 Adv'g Agency, 

Careful Service. 
Reliable sree. NOD) 265 Wash'n St. 


The Shoe and 
Leather Reporter. 


The National Journal of the Shoe and 
Leather Trade of the United States. 


PUBLISHED EVERY THURSDAY, 











‘Low Estimates. 





simultaneously in Boston, New York and | 


Philadelphia, with branch office in Chicago. 
Price, $3.50 a Year. 


shed | 


Boston, 


PRINTERS’ INK. 


|'What the Largest Adver- 
tisers in Louisville Say. 
New Yor« Srore, 


Largest Dry Goods and Carpet Store in| 
the South. 
Lovisviie, Ky., March 15, 1890. } 
Western Recorder ; 

| You will please put me down for at least 
(2,000) two thousand inches advertising for 
| balance of 1890. I have tried about all the 
papers in Kentucky and many in other States, 
but the returns I receive from the Recorder 
beats them all. I consider the Recorder the 

very best advertising medium in Kentucky. 

Yours truly, AvuGustus SHARPE, 
Proprietor. 


Lourtsvitze NaTionaL Bumpinc AND ) 
AN ASSOCIATION, \. 
Louisvitte, Ky., Feb. 5, 1890. } 
Western Recorder: 
GENTLEMEN—You are hereby authorized to 
continue our advertisement indefinitely. When 
I ordered it in, a few weeks ago, it was simply 
as a trial, and as it has proven to be the most 
profitable advertising we have ever done, we 
do not propose to discontinue it any time 
soon. We have advertised in about all the 
publications in this city and a great many out- 
side, and so far the Xecorder has proved better 
than any other paper we have ever tried. 
Respectfully yours, &c., 
C, M, Pests, 
General Manager, 
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Advertising. 
FANCY RULE 


BORDERS 


THE FASHION 
now, 


They make the 
ADVERTISEMENT 
CONSPICUOUS. 


If you want an advertisement 
set up in this style, before it has 
too common, 


ADDRESS 
GEO. P. ROWELL & CO. 
Newspaper Advertising Bureau, 


10 SPRUCE ST., N. Y. 
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=|Tne $3 List: 


Bargains in Advertising 


Daily N ewspapers 


Many Principal Cities and Towns. 


Advertisers may select any 50 or more 
Daulies from the list, at a cost of $3 per inch, 
a month, per paper; and the advertisement 
will be also inserted gratis in the Weeklies of 
the Dailies, as named in the catalogue. 

A one-inch advertisement inserted one 
month in the entire dist (including 254 Dailies 
and 232 Weeklies), costs $600. [2 For three 
seeneite, $1,800, less ro per cent., or $1,620 net. 

The combined monthly issue of the Dailies 
is 9,067,300 copies, and of the Weeklies 
1,683,800 copies. 

Advertisements are ferwarded the day the 
order is received, and prompt insertion is 
guaranteed. 

For any selection of less than 50 of the 
papers approximately low figures will be 
given on application. 


The List will be sent FREE! 
Upon application to 
GEO. P. ROWELL & CO., 





Newspaper Advertising Bureau,, 
to Spruce St.,. New York, 
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SPRING OF 18o0. 





Our Country Home 


NEW YORK. 








WE GUARANTEE THAT 
Our Country Home 


Has a paid-in-advance SUBSCRIPTION LIST of more than 


100,000 


We prove our circulation by affidavits, or by postage receipts. 
We will accept good business, either direct or through 
any responsible advertising agency, subject to 
proof of above circulation, or make 
no charge. 


OUR COUNTRY HOME 


is published monthly, and is to-day recognized as one of the 
Leading Rural Home Journals of America! 


Each number consists of twenty-four pages, handsomely 
illustrated and well printed. 




















ADVERTISING RATES. 
Ordinary Advertisements, 60 Cents per Agate Line. 


DISCOUNTS. 


5 per cent. 
Io per cent. 
15 per cent. 


Send copy and order AT ONCE for April issue. 





OUR COUNTRY HOME PUBLISHING CO., 
88 FULTON ST., NEW YORK. 
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We 


Don’t Answer (Questions 


About Papers 


We don’t know anything about other papers. 
We are glad to tell all we know—if you ask it. 


Except our own. We know 


all about our own. Here are 
a few words: 

All weeklies Different Denominations 
Each a leader 


Leng published 


Den’'t duplicate circulations 
Have confidence of readers 


The Sunday School Times 
PHILADELPHIA 

The Presbyterian 

The Lutheran Observer 

The National Baptist 

Lg Christian Standard 


Presbyterian Journal 
The Ref’d Church Messenger 


One 
Price 
Advertising 


One 
Price 
Advertising 
Without Duplication 
Of Circulation 
HOME BEST 
JOURNALS q 5 WEBEKLIES 


Every Week 


Without Duplication 
Of Circulation 


poenegi 15 weuuaam Ln speecepas Recorder 


ristian Instructor 


a ae The Christian Statesman 








Over 260,000 Copies 
Religious Press 
Association 
Phila 


e Lutheran 
The Christian Recorder 


BALTIMORE 


Over 263,000 Copies 


Religious Press 
Association 
Phila 


The Baltimore Baptist 
The E odist 
The Presbyterian Observer. 


No matter how large your list of advertising mediums, it will be all the 


better for having all or some of these papers included. No general advertiser 


can be well served in our field without these papers. 


For General Circulation 
Use THE SUNDAY SCHOOL TIMES and the two Lists. 


For Local Circulation 
In Penna., N. J., Del., Md., Va. and West Va. use the two Lists. 


For full particulars, address— 


THE RELIGIOUS PRESS ASSOCIATION, 


1001 Chestnut Street. (Mutual Life Building), 
PHILADELPHIA, PA. 
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NEWSPAPERS 
KNOWN 
CIRCULATION 
# 


BOSTON HERALD, Boston. 
Daily, 133,000 ; Sunday, 105,000. 
OMAHA BEE, Omaha, Neb. 
Daily, 20,000 , Sunday, 21,000; Weekly, 42,000. 
PIONEER PRESS, St. Paul, Minn. 
Daily, 20,000; Sunday, 22,000; Weekly, 20,000. 
KANSAS CITY STAR, Kansas City, Mo. 
Daily, 40,000. 


BUFFALO TIMES, Buffalo, N. Y. 
Daily, 33,000; Sunday, 25,000. 
TQLEDO BLADE, Toledo, Ohio. 
Daily, 12,000 ; Weekly, 110,000. 
DEMOCRAT and CHRONICLE, Rochester. 
Daily, 15,250; Sunday, 15,000; Weekly, 10,000. 


A. FRANK RICHARDSON 


CENERAL SPECIAL ACENT, 
13, 14 and 15 Tribune Building, N. Y. 
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American Newspaper Directory. 


A Statement of the Plan of Revision pursued 


by the Editor. 


The application to Publishers for information to be used 


in the revision of the circulation ratings for the twenty-second 
annual edition of the AMERICAN NEWSPAPER DIRECTORY W 


iS 


made on the plan outlined below. 
It was found possible to divide the newspapers into five 


classes: class one, consisting of papers which had given a satis- 


factory circulation report for the last issue of the Directory 


class two, of papers which made a report that was not so exact 
and definite as to make it entirely satisfactory; class three, of 
papers which had favored the Directory with some aid at the 
time of the last revision but had refrained from communicating 
any information upon the subject of circulation ; class four, of 
papers which at the time of the last revision had ignored apy 
cations and given no information. In addition to these there 
were about 2,000 papers, the fifth class, composed of ew 
papers, the descriptions of which appeared for the first t 
the Directory for 1889, and to which, in accordance with the 
plan of the book, no circulation rating had been accorded. ‘To 
every paper of whichever class the following circular was sent : 
YOUR OWN CIRCULATION REPORT 
be observed that to have a correct circulation rating costs nvthi 
required ts that the facts be furnished—actual (not average) issues—and for a 
less than three months—in exact (not approximate) figures—shects, quires, rea 
t the circulation reports inthe Directory shall be reliable is of vastly 1 
its publishers than it can be to the publisher of le newspape 
of a newspaper ts specially urged to give Aut the aid in his power to mak 
Y reports as nearly accurate as is possible. 
Before undertaking to convey any information about the circulation of you 
ease examine the sample statements which form a part of this sheet. 
\ plain statement made in substantial accordance with the sample furnish« 
period of three months last past, signed by the publisher with a pen and dated, 
ceived with much confidence. It is the sort of report which 1s most desired 
ments and printed affidavits are not specially valued. 


Formerly it has been the practice to return circulation reports which were not such as 
were 


hoped for; and direct attention to the points upon which more explicit, definite or 
etailed information was desired ; but long experience has conclus:vely shown that failure to 
send a circulation report generally arises from disinclination rather than oversight ; also, that 
a report which ignores the plan suggested and gives statements in round figures, signed with 
a hand-stamp, not signed at all, or not dated: or in some way left less than definite, is so 
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made because the publisher prefers a statement with a loop-hole. This year, therefore, 
reports will be placed on file as received and duly considered for what they appear to be 
worth. 

A circulation rating will not be so readily increased in a case where a detailed report has 
not been furnished, A failure to send any report at all is liable to be taken as an indicatign 
that the rating already accorded is at least high enough. 

It must be distinctly understood that the editor of the Directory does not take cogni- 
zance of any statement made in copy sent ior an advertisement to appear in the book ; for at 
the tine of fixing the circulation of a newspaper, it is found to be better that the Editor shall 
neither cnow the contents or character of an advertisement or whether there is or is not an 
advertising order on file. 

Avoid delay! Soon after a new edition of the Direcrory is issued, its publishers are 
certain to be in receipt of many communications from newspapers, asserting that the circula- 
tion rating accorded in the book does an injustice, and these complaints are sometimes accom- 
panied with information, which had it come to hand before the book was issucd, would have 
secured the rating of the paper exactly in accordance with the facts as given. 


SPECIAL NOTICE. 


The rating of circulations in the Direcrory is given by letters, or the combination of 
etters and figures, of which the significance is explained by a Key; but for every paper, the 
publisher of which furnishes in good faith a statement in detail for the period of a fall year, 
made in substantial accordance with the sample statements sent herewith showing (1) the date 
and actual edition of each issue for a full year immediately preceding the date of the state- 
ment ; (2) added so as to show the sum total of all the issues; (3) and the sum total divided 
by the number of issues so as to exhibit the actual average editions ; the figures so found will 
be printed in numerals with the description and rating of the paper, and additional statement 
will be made as follows: ["" Actual average for the past year copies. 

For this service no charge will be made. It will be rendered freely for the benefit of 
those publishers who wish to have the public informed of the actwa/ rather than approximate 


circulation, 


,2 See New York City Wordd and 423 other papers in the Dirt 


For the purpose of making it impossible to misunderstand 
what sort of a circulation statement was most desired, examples 
of actual statements which had been received and accepted 
satisfactory were made a part of the circular reprinted above. 


Reduced facssimiles of these sample statements are here 
given : ; 


SAMPLE STATEMENT OF A DAILY. 
“Paes” Orrice, Minpietows, N. Y.. 
*Merssns. Geo. P. Rowms & Co, November 21, 1885. 
“Gurruzxex —The issues of the ‘Daily Press’ for the year from Nov., 1884, to Ort, 1885, both inclusive, 
have been as follows:— . 
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Total, 324.538 copies, + 508 = 1,080 + average daily beue. 
“This is a correct report of the issues of the ‘Daily Press’ for an entire year, aanhes> made for the 
eee securing an accurate and 
next ixsue of that annual _ ‘ 
exact circulation rating in the a a povn: ! 
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SAMPLE STATEMENT OF A WEEKLY 





‘Tax Lanesoree Gazerre,” 
awcasTan, N. HL, Deo. Lith, 186 ( 


~Mesens. Gev. P. Rows. & Cv. Publishers of tue Amemican NEwsraree 
~ Diascrosr 
© Guwre —The issues of the Oazette for the oe year have been as follows 
Friday, December 6.. . T~ 
November a i 
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April 


Mareh 


28..r28. 


February 
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January 
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~ 
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December * 


39,243 copies 


The total number of copies printed in the entire year —t0.248—whem 
divided by 58, Lhe number of issues, shows (he average issae to be TH copies 

© This is a correct report of the issues of The Gazette for an eutire year, and 
te made for wwe purpose of being piaced on file in the office of the AwERICAN 
DEweraPeR DIRECTORY. and securing an acourate and exact circulation rating 
we We next issue of that Annual 

S emeenat PRINTING CO., 
BATCHELDEM, secretary.” 





To every paper of the first class above referred to the fol- 
lowing communication was inclosed: printed on a 
BLUE SLIP. 


Last year the paper to which this is addressed sent a circulation report which was very 


satisfactory ; and it is hoped that the report for this year will be equally so. 


To every paper of the second class the following communi- 
cation was inclosed : printed on a 


YELLOW SLIP, 


Last year the circulation report received from the paper to which this is addressed did 


t conform to the sample statement sent ; in fact, was not so exact and definite as to make it 
tirely satisfactory to the Editor in charge of the compilation of the Directory: a hope is 
reby expressed that the fault complained of last year will not be noted in the report which 


shall be sent in answer to this application. 
To every paper of the third class the following communica- 
tion was inclosed : printed on a 


GREEN SLIP, 


Last year the paper to which this is addressed furnished the Directory with some other 
information, but was silent on the subject of a circulation report ; it is specially hoped that 
this will not be the case this year ; especially in the case of any paper which is entitled to a 
ating of “ K 1” or higher. 
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To every paper of the fourth class the following communica- 
tion was inclosed : printed on a 
PINK SLIP. 


Last year, in reply to their application, the paper to which this is addressed did not favor 
the publishers of the Directory with any report of any sort, to aid them in the prosecution of 
their work. They wish to express the earnest hope that they may not again be treated with 


so much neglect. 


To every publisher in every State there was also inclosed a 
complete catalogue of all the papers issued in that State, as 
recorded in the last issue of the AMERICAN NEwSPAPER DiRECT- 
orY : together with the circulation rating accorded to each : and 
this catalogue was accompanied by the following request : 


If you are willing to examine this list in the light of the local knowledge which you pos 
sess and mark with a plus mark (+-) any paper which you believe can sustain a claim to a 
higher circulation rating than that here accorded to it, please do so ; and return the list, so 
marked (signed and dated for identification), to office of the 

AMERICAN Newsparer Directory, 
to Spruce St., New York. 

Do not place a mark against the name of your own paper; because for that a detailed 
statement of actual issues will be expected in accordance with the request priated elsewher: 
and in the form of the sample statement furnished. 

If you know of any paper, or any edition of any paper, in your State which does not 
appear in this catalogue, you will confer a favor upon the Editor of the Directory by giving 
the name and place of publication. If any paper, or any edition of any paper, now on the list 
is no longer published, will you please state which they are ? 


To every publisher of a class paper there was inclosed a 
complete catalogue of all the papers of that class in the whole 


country, as recorded in the last issue of the AMERICAN News- 
PAPER DiRECTORY: together with the circulation rating ac- 
corded to each: and this catalogue was accompanied by the 
following request : 


Within is a complete list of che Class to which your paper belongs, according to the last 
edition of the AMERICAN Newspaper Directory, together with the CrrcuLaTinG Rati 
accorded to each in that edition, and a Key by which the ratings are explained. 

If you are willing to examine this list in the light of the local knowledge which you pos 
sess and mark with a plus mark (+) any paper which you believe can sustain a claim 
higher circulation rating than that here accorded to it ; please do so; and return the list s« 
marked (signed and dated for identification), to office of the 

American Newsprarer Directory, 
10 Spruce Street, New York. 

Do not place any mark against the name of your own paper; because for that a detailed 
statement of actual issues will be expected in accordance with the request printed elsewhere, 
and in the form of the sample statement furnished. 

If you know a paper, or any edition of any paper, of your class which does not appear in 
this catalogue, you will confer a favor upon the Editor of the Direcrory by giving the name 
and place of publication. If any paper, or any edition of any paper, now in the list is no 
longer published, will you please state which they are? 


In addition to the printed matter above described in detail 
there was a general circular to the following effect: 


The Directory undertakes to report the name ; day, days, or frequency of issue ; politics 
or general character; number and size of pages; yearly subscription price; year of estab- 
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lishment, and editor’s and publisher's names (if stated) of every American newspaper. The 
description given is always obtained by examining a copy of the publication described. 
Please send, for that purpose, a specimen copy of each separate and distinct publication 
which eminates from your office, using the enclosed addressed wrapper (all in one wrapper), 
so that the papers so sent may promptly reach the department having this work in charge, 

There was also the usual suggestion on the subject of advertis- 
ing in the DirecTory, to the following effect : 

An order from a prominent and influential] publisher to insert a conspicuous and carefully 
prepared advertisement of his journal, is always taken by the publishers of the Direcrory 
as an encouraging expression of interest and good-will. 

Such orders are solicited and earnestly desired. Without the advertisements the book 
would be less than complete. 

Among advertisers this book is the standard authority. Its advertising pages are 
sulted and referred to because they contain information beyond the range contemplated in th 


short descriptions given in the body of the work. 

In addition to all which has been indicated as forming the 
contents of the envelope which conveyed the application for 
information, there was a blank order to be used by such as sent 
an advertisement and a post-paid envelope addressed to the pub 
lishers of the Directory in which all that was to be said in 
answer might be returned by post. 

The applications for information, which have been here de 


scribed in detail, were mailed from the New York Post Office on 
Monday, October 21st, 1889. There were nearly 16,000 of them. 


Each envelope contained eight separate circulars or pieces, as 
has been indicated. Some of the inclosures were necessarily dif- 
ferent for each State and for each class. It required the exercise 
of great care to insure the inelosure of the Blue, the Yellow, the 
Green and the Pink slips to the right papers. The preparation 
of the needed inclosures for these 16,000 envelopes involved the 
printing of 244 different forms of circulars, 62 being required for 
the lists of States, Territories and Provinces, and 172 for the 
different sets of Class papers, such as Agriculture, Architecture, 
Army and Navy, Art, Bee Culture and so on down to Woman 
Suffrage, Woodworkers and Young People. Each of these 
separate circulars varied in contents from one to sixteen pages. 

Twenty-one years of experience in publishing the Directory 
had shown that publishers who fail to respond do not do so from 
accident or inadvertence but from deliberate intention: and that 
i failure to obtain a detailed circulation report is not likely to be 
remedied by correspondence. 

This view having been expressed in the application of Octo- 
ber 21st, and a statement there made that no second application 
would be sent, it was not necessary to communicate with any 
publisher a second time unless he asked a question that 
required an answer. Further communications were therefore 
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restricted to the department having charge of the advertising 
pages. The actual number of orders for advertising which have 
been received for this issue is 2,972. Every advertising order 
which insisted upon any variation from the conditions of the 
printed form was declined. No special positions in the book 
were (or ever have been) sold. An offer of five thousand dol- 
lars for the insertion of forty-two words in italic type, after the 
description of a New York paper, in the body of this edition, 
was respectfully declined. 

Notwithstanding the fact that but one application for infor- 
mation was made, 5,870 reports were received. 

By actual count it is found that a report of actual issues for 
a full year have been furnished for 320 publications, 1,133 have 
given a detailed report of actual issues for a period of three 
months or more, from 4,228 the information concerning circula- 
tion in some way failed to be satisfactory, and from 829 assist- 
ance was furnished on other points, but the circulation question 
was ignored. 

The various classes of circulation reports sent in are desig- 
nated in the book : those reporting circulation for three months 
are marked with three asterisks (***): those reporting for a 
full year have that fact plainly stated and the exact average 
circulation given in numerals. Reports not in detail or which 
were in any way unsatisfactory are marked with two. asterisks 
(**) and those which ignored the circulation question are 
marked with one asterisk (*). 

The Drrecrory is issued annually. The work upon its 
revision proceeds all the time. Advertisers, Publishers and the 
public are entreated to lend their aid by calling attention to its 
shortcomings. The book can never be made perfect, but no 
pains will be spared to sustain the position which it has attained 
in the good opinion of Advertisers and Publishers. 


Twenty-second Annual Volume now ready. 





Sent to any address, carriage paid, on receipt of price, Five 
Dollars, which includes a year’s subscription to PRINTERS’ INK 


Address 


GEO. P. ROWELL & CO., Publishers, 
10 SPRUCE ST., NEW YORK. 
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The Same Goods GSES“ 


in Both Cases. R\\ " 
The News Inks of your - © M 


ali Inks that ave used, 
EDWIN FITZGEORGE, : 
Trenton (N. J.) Times. 
Jan, 18, 1890. 


) 
—“<“”4 


Your prices are lower than any yet 
rought to my notice. 
JOHN W. ROBINSON, 
Franklin (Neb,) Republican, 
March 7th, 1890. 


Send for ss 
N 
Specimens and 
Price List. 


Address 


li My aD, 


| Se 

















Miscellanies. 





Our Sensation Newspaper, —City 
Editor— Mr, Pad, we want an article for next 
Sunday's paper on ‘‘ How It Feels to be 
Hanged.” We have arranged with the sheriff, 
and you are to go up to the Tombs at once 
and be operated upon. After you have been 
cut down and resuscitated, write it up and get 
your copy in by five o’clock this afternoon.— 
Puck, 

An editor calls himself we, because 
he thinks he’s two. He's beside himself, you 
see. —Plunder. 


There is a merchant in a Texas 
town whose name is Lonely, and it is an ap- 
propriate name, too, fur he doesn’t advertise. 
—Texas Siftings. 

Don’t lean on an editor’s shoulder 
when he’s at work, Distribute your weight 
more generally by straddling his neck.—O7/ 
City Blizsard, 


Trumble (to office boy)—Can you 
tell me if the sporting editor is in his office ? 

Office Boy—He ain't got any offis. He's 
outside marking the baseball scores on the 
bulletin.— 77me. 

Editor of Spicy Society Paper—Yes, 
the Slanderer will appear in a new dress next 
week, 

Blinks—So’? Well, I hope it will not be so 
low-cut as the present one.—Lawrence A mere 
tcan, 

Visitor (in editorial 
you mould public opinion ? 
of thought ? 

Editor—Yes ; all of that. 

Visitor—How much are you in advance ? 

Editor—Two dollars a year.—Puck. 


‘* You find authors occasionally de- 
spondent from continuous rejection of manu- 
scripts? 

Yes. Once a poor fellow who had pes- 
tered me with stories at the rate of a hundred 
a year for five years unsuccessfully came to 
me and said: ‘ Thisis mylast attempt. If I 
fail this time I'll jump into the river.’”’ 

“By Jove! How was the story?” pod 

“First rate. The best he'd done.’ 

** And he was consoled ? * 

“No, Ir b what a ked nu 
ance the fellow had amb hg he he ne 
into the river.” —Li/e. 


sanctum)— Do 
Are you a leader 





PRINTERS’ 


INK. 
Robinson—There is a paper pub- 
lished in Denver called 7hke Great Divide. 


Smiley--I suppose it is the organ of the 
Board of Aldermen, —Z ight. 


The newspaper man has one advan- 
tage over his fellow-creatures, He can al- 
ways spell his enemy's name wrong, if he 
kenene Journal, 


‘Do editors make fun of the poems 
they receive. 
**Oh, bless you, no—they make fires.” 
Livhi. 


Editor—There isn’t sufficient action 
to this comic sketch of yours, 

Artist—Action! Why, great Scott! it has 
moved around to nine or ten papers already ! 
—Texas Siftings. 

The expression ‘‘ constant reader’ 
originated with a man who had to sit up nights 
digging up the news from the multitudinous 
platitudinous pages of a blanket sheet. He 
died young and left nothing behind but this as 
alegacy.—Minneapolis Times. 


** Elliott F. Shepard, of New York, 
is a rich editor, isn’t he?” asked President 
Harrison of his Secretary of State. 

** Well, Mr. President,” replied Mr. Blaine, 
** I've heard it hinted that he’s a mighty poor 
editor.”—Munsey’s Weekly. 

Advertiser—Can’t find my advertise- 
ment in your paper this morning ; what’s th 
trouble 

Editor—Don't know. Put in a‘ Lost” ad 
vertisement and it will probably turn up 
N.Y. Herald. 

A Properly Conducted Paper.— 

lare—Do you pay on publication for spring 
poetry? 

Editor—No; we publish on payment—at 
advertising rates-Munsey’s Weekly. 


Mr. Highstrung (in newspaper of- 
fice)—I am the manager of the West End 
Amateur Dramatic Company, sir—composed, 
as you know, of the most fashionable people 
in the city. We are to give “Hamlet” to- 
night, and J have brought an admission ticket 
for your critic, 

3usy Editor—Yes, sir. Good day, sir. 

Mr. Highstrung (at amateur theater, even- 
ing)—Ah! You are from the Daily Kuster. 
The dramatic critic, 1 presume? 

Man with Ticket—No, I’m a reporter. 
New York Weekly. 

We Told You So.—Six weeks ago a 
man named Scott opened a grocery store on 
Comanche street, and when we casually 
dropped in and mentioned the fact that 7/- 
Kicker was the best advertising medium | 
the West, he didn’t enthuse. We knew ther: 
was something wrong about him, and we sent 
his description to the sixty-four sherifis and 
chiefs of police who are constant’y in com- 
munication with us. Last Thursday, just 
after we had gone to press, a detective arrived 
from Louisville and cullared Mr. Scott, who 
is a defaulting county treasurer. He has left 
us, and we bought the stock of groceries at 
about twenty-two cents on the dollar. Had 
Mr. Scott advertised he would doubtless have 
built up a large and profitable business, but 
he took a wrong view of it and will probab rly 
go to State prison for fifteen or twenty years. 
—Arizona Kicker, through Detroit Free 
Press. 
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